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'Andean culture is not poor, 
those who bdong to Aat adturt are poor, 
the thing is to put an end to 
tite poverty cf tiie bearer^ 
Anonymous 

'inwre are a giwtmaiUier4tfd^^Brtnt potatoes ken 

offering not only different colors but each 
one a0m different textures and possUrilities' 
Testimony of a partidpant chef 
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Introduction / Presentation 



There ii> vast biodiversity ol putalu in the 
Peruvian highlands, wdiidi is not bdng 
made sufficient use of on a suitalnable 
basis Most varieties of native potatoes are 
unknown, and although it is not possible to 
prove their erosion, it is possible to confirm the 
stagnation of production and die latent ride of 
their disappearance. 

The INCOPA Project of the International 
Potato Center (CIP) has been wotking in this 
context. It is oriented to devdoping actions 

to identify and take advantage of new market 
opportunities, to make use of native potato 
biodiversity and improve the articulation ot 
producers with other potato market chain 
stakeholders. In particular, it seeks to develop 
and implement participatory mechanisms and 
shareholder platforms to generate commercial, 
technological and institutional innovations 
among die different potato duun actors with a 
strict demand qiproach. 

Ihe idea is to make use of the comparative 
advanti^ of Peruvian potato (given fay 
geographical locatimi) and add factors to devekp 

competitive advantages (differentjatton and add 
value added to the product). 

Ihe Participatory Market Chain Approach 
(PMCA) is the tool bdng used to achieve 



this goal-oriented process to involve all the 
stakdiolders to generate innovations to improve 
potato competitiveness. As a result of this work, 
the T'ikapapa (meanins^ "potato flower" in 
Quechua) product has been developed. T'ikapapa 
is the first commercial brand supporting the sale 
of native potsrtoes under strict quality standards. 

By the same token, this document summarizes 
the concepts of the development of the product 
presented for the 2005 Business Creativity Award, 
vdiere it won first place in die Food Cat^ry (diis 
award is promoted by the Peruvian University of 
Applied Sciences - UPC, El Comcrcii) newspaper, 
radio station RPP and channel ATV). In the 
opinion of the judges: "Tikapapa links urban 
consumers and Andean producers with potato 
biodiversity as a way of revaluing this culinary 
patrimony, using and preserving the rich 
versatility of Peruvian potato and generating 
sustabaUe businesses for smaU-scale hi^iland 
Andean producers and ccMnmitted conqMnies". 

The INCOPA Project is coordinated by the 
Internationd Potato Center (CIP), funded by the 
Swiss Agency for Development and Cooperation 

(SDC) and implemented jointly vritfa public 
and private partners in l ima, HuanuCOk Puno^ 
Apurimac and liuancavelica 



■ kwwdioiwndedaBDUiMddlirmO-FmiintlieliaiMWio^ 
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Chapter I 



Description of the product 



1 . The context 

Potato is one of the worlds basic foodstuffs. 
Potato is the main crop in Peru for small 
highland farmers because it is an important 
income and food source. Likewise, potato is very 
important for the urban population because this 
ancient tuber provides nutrients, diversity and 
the nations traditional heritage in the daily diet. 

Poverty and economic stagnation are 
characteristic aspects of most rural areas in 
Peru in spite of the vast biodiversity there. 
Unfortunately the biodiversity is not being made 
sullient use of on a sustainable basis. Potatoes are 
one ol the main products grown in these areas, 
particularly "native potatoes". This crop is the 
most important for small highland producers , 
in terms of income generation (and savings), 
and as a source of calories for their consumption 
needs. Native potatoes are varieties that have not 
undergone direct manipulation of their genetic 
structure by man. 

However, most native potato varieties are 
unknown, and even though their erosion is not 
possible to prove, it is possible to confirm their 
production stagnation and their latent risk of 
disappearance. Various studies show a trend 
of stagnation in cultivated potato surface area 



but also show an increase in potato production 
(through higher yield per hectare). Although it 
is an important product in the diet of Pemvian 
inhabitants, per capita potato consumption has 
shown a permanent downward trend: it decreased 
to an average annual rate of 1.9%, passing from 
89.5 kg per year in 1973 to 50.0 kg in 2002. 

This situation means loss of competitiveness 
shown in relatively low prices and in the scant 
use made of the crop to develop quality products. 
Adverse environmental factors, inadequate 
technological resources and the farmers' 
economic and social precariousness are some 
of the factors causing this situation. However, 
essentially it has to do with the limited marketing 
development (commercial modernization) of the 
product in recent years. 

Fortunately, the trend in current consumption 
habits offers new market opportunities at national 
and international levels, making promotion of 
the Peruvian potato possible and giving it added 
value through the development of products for 
fresh market and/or processing. By the same 
token, the quality, value and increased awareness 
of defending consumer rights and environmental 
conservation create an excellent opportunity to 
promote the consumption of natural or processed 
native potato varieties. 



' According to (he .Minisln' of Agriculture, abmil <X)% ol'the polalo cullivatcd in Peru is located in (he highlands, between 1500 and 4500 
meters above sea level. It is this nutritive crop that contributes the most to the UDP (9.3%) Mvi einpluy> almost 52% ul' the Ivcunomically 
Active Population (bAP) in rural areas. 
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2. The product 

'Ihe T'ikapapa (Potato Flower) product has been 
developed in this context, through participatory 
work and «f>plying the Participatory Maiket 
Chain Approach (PMCA)'. 

More than 3,000 native potato varieties are 
cultivated in Peru. However, most consumers 
do not know about even five varieties and have 
no information about their nutritive value or the 
importance of biodiversity conservation. This 
situation is changing through the introduction 
and marketing of T'ikapapa, which by means 
of a modem, quality presentation is seeking to 
change the image of Peruvian native potatoes. 

The product has been defined as tbilows: 
*'fresh, selected, classified, clean and bagged 
native pdalo ividi a r^isteied brandR 

Table 1 presents die des^ of the developed 
product. 

T'ikapapa is the first commercial brand selling 
native potatoes under strict quality standards 
(Rgure 1). First, they are sdected and classified 

Table 1. Design of the "THapapaTpiodiiCt 



at the production site and bag^ in Lima (Rgnic 
2). Tlie homogeneity of the product ensures even 
cooking. One kilo bags guarantee clean handling 
while purchasing as well as cooking. 

One of the most important aims of Tikapfqn 
is to generate better knowledge of the existence, 
benefits and attributes of native potatoes. For 
this purpose, at first the focus was on the more 
pmnising varieties finom a conunercial point of 
view, those with an attractive taste, acceptable 
performance and which could be cultivated at 
different times of the year. 

Unlike common potatoes, native varieties have 
a higher solid contend therefoce they are more 
nourishing and perform better when cooking 
mashed potatoes or soups. These varieties are 
excellent boiled or baked in a conventional or 
microwave oven. 

Hieir delicious taste, interesting forms 
and bright colors, in addition to their clean 
agricultural handling, turns native potatoes into 
an exotic, natural, healthful product. 



VMaUei Tlka|n|M 



PtosiKt Innovative: fresh, sctecttdt dasslfied, dean and bagged native potato. 

Ma (iDmpelitive,MlbidaMe by middle and high sectors. 

PmeataiiM Attractive packages, modern design, brigh cokwrs. Includes reference informatkm for 

the consumer. 



Distribution Intensive in middle and high sectors (supermarkets). 

AdvBiMagandpwawaen Newspapcf^ tastings^ pofiefs;,tccipe books, pa 



' hor more detail* tee: Thiele, C 1 Bci net. edt, 200S. Canceptos, Paulas y Hemunientas: Enfinjue Parlidpiithv en Cadenas Produaivas y 
PlaU/brmttdeCoimrl)Kl6m,ftoYcaa i'apaAiidiiu.CaitiolniBiMciiiiiildebh|M(CaP). 
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Table L The varieties being axnmeKiaUzed aie siwwn in the foUowng taUe 





1 


2 


3 


4 


5 


Vnicftes 


VMialmlla 


Mb 


CamelM. 




WbaFMAa* 
Caspar » Caspar 

SUilD 


Shape 




Oval thick 


Umgi small 


Almost round 


Long, thin 


Inner colour 


Mtm 


Purple under the 


Very intense 


Reddish under the 


Pale cream 


(flesh) 




skin, pale cream 


yellow 


sicin and yellow 












heart 




External colour 


Lighbnnvnwith 


Blade and purple 


Light reddish or 


Reddish or brown 


Red and white 


(skin) 


pink spots 




light brown 






TcxlaR 


Mealy 


Vefy mealy 


Vny mealy and 


Extremly mealy. 


Slighdy mealy 








creamy 


dry 




Culinary 


Mashed potatoes. 


Soups, ueam 


Roasted, boiled, 


Soups, cream 


Soups, aeam 


uses 


boiled, briKd or 


soupsi, boiled. 


chlps^ rustic 


soups, boileii 


soup^ boiled. 




roasted in the 


bahedhilhe 


mashed potatoes, 


baked in the ovHV 


baked in the 




oven, Mc(t chips. 


oven, chips, rustic 


cream soups, fried. 


mashed potatoes. 


oven, chips. 






mashed potatoes. 




aoquettes. 


mashed potatoes, 






and croquettes. 






croquettes. 


Comnicnls 




Intense mottled 


The texture is very 


Intense yelkw 


Because of its 






color, not good for 


good for preparing 


color, is very 


small, long shape 






baiting, Excellent 


mashed potatoes. 


good for mashed 


it is not suitable 






for chips because 




potatoes, but not 


Ibrlrying. 






of the pleasing 




fbrbaking.aiip5 








orior. Not good for 




an be prepared. 








frying because of 




Also can be used 








the size. 




lilie yellow potato. 
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Chapter II 



Analysis of the product or service 



I.PIacA of origin 

Scientific evidence shows that potatoes were 

domesticattfd at least by 7,000 years ago in the 
highlands of southeastern Peru and northeastern 
Boli\'ia. The evidence suggests they were 
domesticated by women wliile men dedicated 
themsdves to hunting and fishing activities. The 
word "potato" has its origin in "papa", which in 
the Quechua language basically means tuber. 

Ihe potato is a nutritive plant that influenced 
the ancient cultures of Peru. Early Peruvian 
inhabitants not onljr carried out the arduous 
task of domestication and selection but also 
developed knowledge and technologies widely 
ditiused in the high Andean zone. 

However, as mentioned above, potato 
consumption has decreased in Peru in 
comparison to rice and noodles, which have had 
considerable comniercial development. This 
trend affects thousands of producer families in 
the highlands and wastes the high nutritional 
quality offered by native potato biodiversity. 

With the aim of changing this situation, a group 
of promoting institutions, producers, traders, 
processors and si^)ermarkets are working together 
to develop products that can modernize the inu^ 
of Peruvian potata Tlkapapa is the concrete 



result of this elforl, a in.irkL-ting concept seeking 
to foster the commerciali/ation of delicious and 

nutritive native potatoes with a new image ui the 
supermarlcets of Lima. 

Tlie INCOP.'X Project^ of the International 
Potato Center - CIP worked particularly with 
the private company A&L Exportadones y 
Servidos SAC. a small company working on the 
processing of diverse potato-based products. 

Varieties of potato ilomesticated by ancient 
Peruvians are the valuable legacy of pre-lnca 
cultures, vrhkh selected potatoes for centuries 
for their pleasing taste and resistance to adverse 
highland weather conditions, characterized by 
frequent frosts and droughts (Figure 3). More 
than 30UU varieties of these ancestral potatoes, 
the only ones in the world, exist in present-day 
Peru. Most of these native potatoes are grown 
above 3800 meters above sea level, where few 
crops prosper. At this altitude, strong solar 
radiation and organic soils offer special natural 
conditions for cultivating these varieties without 
using chemical fertilizers. Nonetheless, due to 
difficulties of access to market and low production 
these potatoes were essentially used for personal 
cmsumption, most urban consumers have heard 
of less than five native potato varieties. 



'' INt.OI'A; acron) m of the Project for Innovation and Comp«lilivcnf!i!i ol Peru's Potato Sector. 

^ the vision ol this company i» to be the fint national company to produce and scU native potatoes by 20O7, tcinforclng national identity, 
ilraiglhrabig (mtU-Mde prodiiom and oontribMHng 10 the pfetem^ 
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Figure 3 . Biodiversity of Peruvian potato; Tlie treasure of the 

Andes 




Besides their extraordinary nutritional 
properties, native potatoes stand out for their 
extraordinary shapes, sizes, skin and fle.sh colors, 
tastes and textures. Flesh is white, yellow, red, 
blue, orange, purple and in many cases make 
unique colorful combinations. 

Between June and August 2004, the first 
commercial experience of T'ikapapa was 
developed by the company A&L Exportaciones y 
Servicios SAC in six supermarkets belonging to 
one of Lima's major supermarket chains (Plaza 
Vea-Santa Isabel). 

In 2005, this product extended its commercial 
concept and entered Wong and Metro 
supermarkets in the framework of Potato Day 
and continues to be commercialized to date. 
Twenty-six stores of this supermarket chain 
currently take part in the distribution process. 

2. Contributions from other 
experiences 

The product was created in Peru. A similar 
international case is that of Colombia, from 
which references on improved handling of the 
fresh product were taken. The progress achieved 
in handling yellow potato and white potato 
in Peru in previous years was also taken as 
reference. 



3. The product development 
process 

The Participatory Market Chain Approach 
(PMCA) was implemented to develop the 
product; a method oriented to involving all 
stakeholders, creating a favorable atmosphere for 
discussing and promoting creativity to generate 
new businesses. An explanatory scheme of the 
method can be found in Annex 1. 

Innovation has been developed from two 
essential factors: strict field handling oriented to 
obtaining a quality product and the commercial 
concept with a modern presentation targeting 
more demanding markets. 

I he steps followed to reseach and develop 
the product are presented in Annex 2 (photo 
sequence). The way this business opportunity 
was developed should be highlighted to call 
attention to the factors to be taken into account 
in developing commercial work experiences with 
the participation of private companies linked to 
small-scale producers. 

A. Identification of market opportunities 

As previously mentioned, the PMCA was applied, 
and a market study was carried out within this 
framework; focus groups were organized and 
opinion leaders (chefs) were interviewed to 
gather their impressions of the product. 

Market signs showed it was possible to exploit 
the attributes of native potatoes, many of which 
were sought after by consumers (skin, bright and 
colorful flesh, pleasing taste, high nutritional 
quality, texture, culinary qualities and lower 
water content). The existence of a large variety of 
specific technological options, well as the inherent 
advantages of these varieties that result in better 
performance, less absorption of fat during 
frying, better color of the final product, better 
consistency, texture, etc. (there are technologies 
for preserving the qualities and characteristics of 



* You can find more about this background in: Markrtin]; of Agricultural Products: Theorj' and Applications to tht Peruvian Caw. CARE. 
UNAIAI. Prisma. Lima-Peru, |uly 2002. 
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native potatoes, makii^ potato-based products 

very attractive). 

Likewise, it was contirmed that the (poor) 
quality of the fresh product is the most negative 
aspect identified by potato consumers, which 
is also related to the lack of processed products 
(added value) suited to current consumer-desired 
characteristics, lii this respect, the market signs 
showed diat radical marketing changes were 
needed in the commercialization process, in 

order to ha\'e a i|ualil\' Lcmtnil s\ slcni to prevent 
further deterioration ol liie iiii.is^c and to make 
the development of processed products possible. 

Middle and h^ sector Peruvian consumers' 
constant search for hea]difiil« natural fisod 
presents an important opportunity to 
commercialize T'ikapapa. 




One of the chief limitations of traditional potato 
commercialization in Peru is Uie inappropriate 
packaging and presentation, occasioning losses 

which make the product unfit for sale. For 
example, the wholesale market still uses 100 to 
120 kilo sacks, making handling diflicuh and 
forcing the hire of extra labor, thereby increasing 
costs. 

On the other hand, owing to the lack of" an 
appropriate post harvest process the sack can 
indude up to 1 kilo of soil Farmers and traders 
sufler losses because of inadequate selection, 
and since the product is not homogenous, it is 
penalized with a lower price. Faced with this 
type of problem, the trader has to implement 
a resdection process trying, not to classify 
potatoes by size, but reordering the product, 
removil^ rotten ami damaged pot;iloes, and 
looking for homogeneity in the tubers even if in 
appearance. Tliis cleaning process lias an extra 
cost Moreover, this kind of package creates other 
problems, since every bag has a different weight, 
giving rise to difhcultics with retail agents and 
creating higher levels of distrust in the system. 

In devebping the product, care was taken to 
avoid idling into this inqipropriate handling 



T'IKAPAPA 

because the strategy was oriented to work witi) a 
focus prioritizing the find quality product 

C DflfwIopiiMiit off th* pcMhicdw basb 

To ensure the quality of the final product it 
is necessary to run a good field production 
system. In this case, supply waj> guaranteed by 
the relationship between the A&L company 
and the organized producers who are looked 
after by local institutions working in alliance 
with the INCOPA project. Ihus, appropriate 
commercialization channels are consolidated 
through the company while INCOPA and its 
partnen guarantee a technical assistance system 
from seed multiplication in greenhouses to 
commercial production, giving priority to the 
quality of the product beii^ obtained. 

The o^anization of the producers is the pivotd 
point for achieving production levels andmaricet 
efficiency. Operating the organizations needs 
permanent coonii nation not only to facilitate 
training action planning, butalso the production, 
post-harvest and commercialization activities 
themselves. MethodoU>gics such as Field Schools 
and Local Agricultural Research Committees 
(CLALs) were used. A list of producers taking 
part in this prodtictive-commercid drcuit is 
included in Annex 3. 

Work and supply areas are located in 
Huanaivelica, Junin, and Apurimac. CAPAC- 
Peru (www.capaq)eru.org) operatkms are very 
important in diis context Bs idatfiMTn has nationd 
coverage constituted by thediflferet^t [K it no chain 
.stakeholders, and has its own control system to 
verify the quality of the product and avoid its 
adulteratioa In coming can^ia^ns it will work 
with planning the sowing and harvest of native 
potato in diflferent places in the highlands. 

a McntHkation of variotios with 



'Ilie many varieties of Peruvian native 
potatoes represent an opportunity, as previously 
emphasized At present In Peru tiiere are more 
than 3000 varieties of this age-old potata Most 
of them are grown above 3800 meters above sea 
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level, where few other crops arc successful. The 
strong solar radiation of the high altitudes and 
organic soils provide special natural conditions 
forgrowingthesevarietieswithoutittingchemical 
fertilizers. However, due to difficulties of nuuiost 
access and low production, these potatoes were 
chiefly used for personal consumption, the 
immense variety of native potatoes is unknown 
to most urban consumers. The task of identifying 
and selecting these varieties in highland areas 
has been done, and at present we have adequate 
knowledge of them. 

Besides their extraordinary nutrithre 
propertiest native potatoes stand out for their 
extraordinary shapes, sizes, skin and flesh colors, 
tastes and textures. Hesh can be white, yellow, 
red, blue, orange, purple and in many cases form 
unique, ootorfiil combinatkMis. 

In this context, the following \arietics were 
used: Camotillo, Milagro, Putis, Duraznilla, 
Qompis, Huayro Macho, Yana Imilla and Novia. 

E. D ^w lopi m i H w mi kitroducttow off tht 
product 

Tlic idea is to take advantage of business 
opportunities while improving the quality and 
imagectf native potatoes, as stated above. Between 
June and August 2004, the first commercial 
experience of T'ikapapa was developed by the 
A&L Exportaciones y Scrvicios SAC company at 
six. locati<His of one of Lima's main supermarket 
chains (Plaza Vea-Santa Isabel), commercializing 
more than 14 tons of native potatoes of different 
varieties. 

In tfiis case, vre worked vrilii a 1.5 kilo bag 
piesentation indudlng a labd with specific 
information on native potatoes. Varieties used 

in the first year were the following: Camotillo, 
Milagro, Putis, Duraznilla, Qonipis and Chacro. 

Native potato varieties came from the 
Aymari and Vista Al^re communities in the 
Pa/os district, Tayacaja province (department 
of iluancavelica), which contributed 80% 
of the total (with the important support of 
the (mivincial municipality). The remaining 
percentage came from the Quellocasa and 
Chulicuisa communities, Andahuaylas province 



(Dcpartament of Apurimac). All told, 98 smafl* 
scale producers participated (Annex 3). 

The product was commercialized in lour 
supermarkets of the Plaza Vea chain (San Borja, 
Higuereta, Cortijo and Arequipa Ave.), one 
of the San Jorge supermarkets (I.a Molina), 
and one supermarket of the Santa Isabel chain 
(GhacaiiDa). 

F. Procoaing with quollly tho iioluni «my 

Devdopment of the product starts in the tield, 
where a first selection and dasdfication is draie 
according to the quality standards required 

by the market (as already mentioned. CAPAC 
Peru plays a substantial role in this part of the 
process). 

The fbUowing activities of the process are 
carried out in Lima: receiving, weighing, grading, 
crating, washing, airing, drying, ^clecting and 
bagging, weighing, sealing, labeling, crating, 
and storing. At present, this process is done 
manually and tfiere are a large number of women 
participating in the work performed by A&L. 

The package currently used for selected 
native potatoes is a perforated plastic one kilo 
bag printed with the name of the variety and a 
bar code^ as wdl as the seal of CAPAC Peru (to 
guarantee quality control). 

G. Promotion off tho product 

At present, we support a process to revaluate 
traditional .\ndean products, including the 
thousands varieties of Peruvian potatoes. This is 
important to promote die product 

On tiie occaskm of the first cdebration of 
International Potato Day, May 30, 2005 (Supreme 
Court Resolution N" 009-2003- AG), a laudable 
concurrence of intentions, efforts, and public 
and private resources took place all around 
the country. In this context were hdd many 
conferences, e.xhibitions, lectures, and a national 
event for producers and traders. Ihese activities 
were oriented to revaluating the image of native 
potatoes, and to promote preservation of the rich 
biodiversity existing in the Peruvian Andes. Ihis 
became a lugh priority task so that consumers in 
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Peru and other countries would understand the 
real value of this food. 

In this tranievvork, the International Potato 
Center - CIP held an event to bring together 
the difierent potato nuuitet duUn stakeholders: 
femiers, who have applied technology to tlieir 
crops; producers' associations, which are selecting 
and classitying their production in the held (using 
equipment with local technology); stevedores; 
wholesale traders; EMMSA (Wholesale Market 
Company) representatives; private companies 
willing ti) bet on the development of proccesed 
products; and supermarket companies, which 
have agreed to distribute native potato varieties. 

Ihey did a live presentation of the ditTerent 
phases (field, processing, market); as well as their 
tasks. Also participating in this event were the 
culinary schools that research the cuisine based 
on native potatoes, and the private and puUic 
institutions that have been creating support 
services on demand. 

The numerous testimonies that were heard 
showed there are many good opportunities to 
develop the so-called potato chain with the 
aim of improving its image and creating added 
value. It is a question of linking every stage of 
the circuit, at the larmer as well as the industrial 
levels, and to make complementary use of die 
different markets. 

H. Product diversification and marfcots 

In 2005, this product entered Wong and Metro 

supermarkets, in the framework of promoting 
Potato Day. The interesting thing in this case is 
that this chain decided to bet on the promotion 
of the product, as will be seen further along. 

That year 32.2 tons of different native potato 
varieties were sold in 26 stores ofthissupemuuket 
chain (Wong .uui Metro). 

A 1.5 kilo bag presentation was iniatially 
used and then it was adjusted to a I kilo bag (as 
a result of negotiations between the company 
and the supermarket chain), in which specific 
information on native potatoes was included. 
Also, the cardboard label used during the 
introducdon phase was discontinued as it had 
achieved the objective of providing information 



about native potatoes. On the other hand, at the 
beginning the supermarket chain ret^uired the 
product to be delivered to every chain store, but 
consistent with the demand, the delivery method 
changed to the central warehouse. These changes 
have reduced costs by about 67%. 

Varieties worked with during the second year 
were: Camotillo, Milagro. Putis, Duraznilla, 
Qompis, Huayro Madio^ Yana bnilla, Novia 
Wa-iqachi, Caspar, Wira Pasiia and Chacio. 

At that time, native potatoes came from the: 
Aymara Association (Fazos, Huancavelica), 
Chccichi community (Concepcion, Junui), 
Ponamanta community (Jauja, Junfn), 
Ulcumayo Producers Association (Junin), 
Chiillciiisa Producers Association ( Andahiiaylas, 
Apurimac), Hatarisun-Kishuara Producers 
Association (Andahuaylas), Jaje Producers 
Assodadon (Andahuaylas), Tambo community 
(Ayacudio). In all, a total of 295 small-scale 
producers participated (Annex 3). 

Ihe product was commercialized in 26 
supermarkets: Hipermercado Metro in 
ChorriUos, Hipermercado Metro Fiori, Metro 
stores in Alcazar (Rimac), .^ramburu, Brena, 
Canada, ("olmenarev Hni.incipacion, Garzon, 
independencia, Lnnalanibo, Pershing, San 
Juan de Lurigandio, Happy Market, and Wong 
Supermarkets in Aurora, Benavides, Camacho, 
Chacarilla, Dos de Mayo, Gardenias, La Molina, 
La Planicie, Ovalo Gutierrez, San Isidro, San 
Miguel and Ucello. 

L A iMW Imagtt lor potttow 

The celebrations of National Peruvian Potato Day 
were useful to identify important experiences 
currently in fuU devdopment and %vhat is needed 

is to bring them together and complement them. 
Many ot these sectors demand the modernization 
of potato commercializiition and others are 
already practicing it. 

Modernization ofthe image and creating aikled 
value for nati\'e potatoes is supported by the 
process of creating added value to benelit small- 
scale producers in a direct and ^-reaching way. 

By the same t(dcen, die new image is also based 
on the fact that the Peruvian population values 
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the customs, traditions and culture of their 
ancestors and gives particular importance to 
biodiversity and cultural diversity. Considering 
native potatoes as an dement of Peruvian 
cultural identity representsa market opportunity. 
Besides, these potatoes are produced by Andean 
communities who maximize the use ot land and 
miciocliiiMtes to cultivate different varieties 
of native potatoes perfectly adapted to their 
surroundings, preventing their disappearance, 
protecting ancestral customs ankd knowledge 
and guaranteeing food security. 



In the context of developing I 'ikapapa and as a 
way of promoting the product. Wong and Metro 
supermarkets widely referred to native potatoes 
in various brochures and promotions. 

"Peru's gift to the world" was the message 
highlighted in Wong's brochure (No. 278 dated 
May 2005), which also noted the followii^ 
diaracteristics: age-old Andean food of Andean 
origin, taken to the rest of the world; ridi 
in vitamins, minerals and fiber; with great 
gastronomic versatility. Furthermore, May 30 
was announced as National Potato Day and 
peo|de were invited to several tastings to be held 
in several Wong locations (ChacariUa.San Boija. 
Li Molina, Plaza San Miguel). 

This information was repeated in the No. 
270 (May-June) brochure nrfiere some more 
tastii^ were announced to be held in other 
Wong locations (Ovalo Gutierrez, Chacarilla, 
San Borja, La Molina, Plaza San Miguel, Las 
Gaidenias-Suroo). 

Likewise, this supermarket chain partidpafed 
in the event orgnized by the International Potato 
Center - CIP with a stand where those who 
attended could appreciate different presentations 
of more dian 16 varieties of potatoes. 

In Annex 4 are induded several promotions 
carried out by this supermarket chain. 



K. Promotiong biodiversity and 
gonorating inconMS for small-seal* 
producars 

Since native potatoes are grown in areas where 
small-scale producers predominate, it might be 
a good idea to consider biodiversity as the chief 
component of a "poverty filler" because it gives a 
con^arative advantage to small-scale producers 
who ha\'e the knowledge to cultivate these 
diiierent types of potatoes (Annex 5). 

Working in tliis context means taking into 
account the foUowing factors: i) agroecologicical: 
biodiversity and production areas that can 
be made use of by small-scale producers to 
promote products with features attractive to 
consumers; it) economic factors: to develop 
market niches, where producers have or can 
develop comparative advantages; iii) social 
factors: use of local resources and promotion of 
local microcnterprises. 

In summary diis is the process being followed. 
As can be appreciated, it implies very wdl 
coordinated work in the field phase as well as in 
the marketing phase of the potato. It shows, also, 
that it is possible to innovate the potato image 
and achieve modernization (tf commercialization 
duuuds in ctmditions of profitability f(x 
partidpating agents. 

4. Nejf foclon lor the Tllaip«|M 
dttvtlopuMiit 

This new presentation has two very important 
fectors. On the one hand, it shows the intrinsic 

quality of the potato, which involves strict harvest 
and post-harvest field man.isjcmcnt; anti, on the 
Other hand, points to the clianged image ol the 
product using 1 kilo padcagb^ differentiated by 
a brand to h^hligfat its quality. 

This new presentation is an effort to neutralize 
the chief disadvantages noted by consumers 
("the potatoes are rotten and dirty"). In this 
new package "dean* is the most visible positive 
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aspect, therefore product "quality" must be 

m;idc to s\t.vx \hc ntfenton so that the collective 
negative iniaye ot a potato in poor condition 
can be eliminated from people's minds. This 
image will be erased as time passes after people 
repeatedly find a product of good quality with 
this brand. 

Another important aspect related to the above 
is the supply of raw material. In that respect, 
the work is coordinated with CAPAC-Peru to 
ensure a timdy supply of good quality and in 

adequate amounts. This process takes in seed 
multiplication, the identification of varieties with 
commercial potential, and the development of 
production in commercial fields, with the main 

goal of obtaining a quality product. Tliis mtMns 
thai the basis of the scheme is the organization 
of the offer and the provision of related services 
to access identified markets. Contacts with 
organized farmers are frequent at many locations, 
which, through a combination of technical 
assistance, bu^mess contacts, organization and 
company management are able to respond 
adequatdy to the identified demand. 

By maintaining a continuous supply it has 
been shown that the product demand is sustained 
throughout the year. 

Starting from good fresh product handling, 
better posibilities open fof industrial 
development. In the Peruvian case, pfocesstng 



has been linked mainly to the development of 
snack products, which in the '90s underwent a 
relative modernization proce.ss (a variety of 12 
products is currenlty otiered). 

At present, themarketofpotido-based products 
is expanding due to an increase in the demand 
for prttcessed products, like snacks, purees and 
imports of frozen potatoes for fast food chains. 
Together with these products oriented to the 
local market, experiences are beli^ developed 
to exploit native potato properties for export 
purposes, and with essential transformation 
processes (peeling, precooking, freezing), in 
all these cases, development depends on a high 
quality fresh product. 

lu the course of business development, the 
following decisions have been made to adjust 
costs: i) changing from 1.5 to 1 kilo presentation 
(well accepted by consumers): ii) diminating the 
cardboard label; iii) delivering the product al 
the central supermarket warehouse (not at each 
store). These changes have reduced packaging 
costs by about 67%. 

On the other hand, it was not necessary to 
change the "T'ikapapa" brand, chosen for fresh 
native potatoes, .is jt is .m original name, easy to 
remember, and lias had consumer acceptance 
in the period it whidi it has been found in the 
market 
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Analysis of product benefits 



1 . Indicators measuring success Figure 1. volume sold in WONG aixl METRO supermarkets 



As stated above, 14 tons of native potato 
varieties were sold in the Plaza Vea supermarket 
chain in 2004. In 2005, the volume sold was 
32.2 tons (in Wong and Metro), i'he following 
table and figures show the volume per month 
(Table 3 and Figure 1). 



Prices have shown an upward trend. They go 
from S/. 1.90/kg in May- June to S/. 2.25/kg in 
October. I he following table and figures show 
the trend. 



Table 3. Sales in WONG and METRO - 2005 (kg) 



Month 






Week 






Total 




1 


2 


3 


4 


5 




May-June 


2227.5 


1587 


1539 


2160 


1545 


9058.5 


July 


811i 


839 


1602 


2194.5 




5447.0 


August 


223.5 


1156 


1950 


1644 


1655 


6628.5 


Septeinb«r 


980 


1412 


1756 


1686 




5834.0 


October 


374 


1006 


1601 


811 


1474 


5266.0 


Total 


4616.5 


60OO.O 


8448.0 


8495.5 


4674.0 


32234.0 



Kilograms 

tooxo 

BDOOO 
60000 
40O0O 
2IKKI0 



90S85 



0 0 



Sales volume in supermarkets 
Wong and Metro 2005 (Kg) 



54^7 0 



July 



Auguii Scpie>nb« 



&2e60 



OClOtlH 



The company supplied 100% of the native 
potatoes to Wong and Metro supermarket chains 
in 2005. Cultivation dates are planned for the next 
campaign in order to guarantee uninterrupted 
product supply. 



On the production side, calculations were 
made to compare the equivalent T'ikapapa native 
potatoes' price in the field with most commercial 
yellow potatoes (Tumbay and Peruanita). Results 
show that the price of new varieties sold is 29% 
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Table4.PriapaidtoAU.(S/.Xg) 



Month 












Average 




1 


2 


3 


4 


5 




May-JMe 


1.9 


1.9 


1.9 


1.9 


1.9 


1.90 


July 


1.9 


1.9 


1.9 


1.9 




1.90 


August 


1.9 


2J5 


2.2S 


2.25 


2.25 


2.18 


SiplHiibif 


I2S 


2.25 


2JS 


2J5 




2.25 




235 


2.25 


225 


2JS 


2.25 


125 



HgunlPrinpiidtoA&Liy.Kg) 



Prion piHIi ML (y.KD 



2 ?b 2 2b 




Figure 3. Native Potdto and Yellow Potato 



Native Potatoes and Yellow 
Commercial Potatoes 

Prini 







1.5 






1.16 
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higher than the price of others as it is presented 

in Figure 3. 

Up until now, a total of 390 producers 
from Huancavelica, |unin and Apurimac 
(Andahuaylas) have participated (in 2004 and 
2005). Also, rdationships of confidence have 
built up between the company and the producers. 
The A&L representatives travel frequently to the 
production locations and hold meetings with the 
producers to evaluate progress. Below you will 
find a general summary of the achievements to 
date: 

At the prodiictivt 

• Development and mult^rfication of native 

varieties with higher commercial acceptance. 

• Implementuliun ol a technical assistance 
system to tranfer technology, including training 
in harvest and post-harvest crop handling, 
prioritizing obtaining quality products. 

• Orj^ani/afion of a commercial circuit, where 
small scale larniers can obtain better prices 
by respondmg to more demanding markets 
and be sure of the sale. 

Atmark«tl«v«l 

• Adueved the identification and clarification 

of market opportunities for native potatoes. 

• Defined the impeccable new presentation 
of the product: selected, classiiicd and clean 
native potatoes, packaged with a brand label, 
tackling the nuin weakness dl this product 
(bad presentation and poor quality). 
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• Achieved the introductioii of the native 
potato brand in siipermaifcet chains and Other 
demanding markets. 

• Achieved identification and setting in motion 
a commercial circuit with the partidpation 
of £unners, a business operator (A&L) and 
supermarket chains, as final suppliers. 

• Achieved the continued supply of a quaht)' 
product, responding to the consumer demand 
for quality. 

2. Benefits for direct consumers 

The potato isone of the mostimportantfood crops 

in todays worli.' It is .1 verv good example that 
combining agrucculugical laclors witli ethcient 
labor can obtain a product of high nutiithne 
value. Ihere is no other crop that produces as 
much energy and proteins per hectare as potato. 
It is has a high content of essential amino acids 
and is an important source of vitamin C and 
minerals, especially potassium. 

Native potatoes in particular offer an 
immense number of nutritional culinary and 
crop possibilities. They are known to have a high 
content of dry matter (the solid or food portion, 
Since the rest is water); this, johtdy with its strong 
concentration of vitamin C, calcium, iron, zinc, 
antocianins and carotenoids (pro vitamin A) 
contents, makes them exceedingly attractive, 
nutritive, healthful fofKls. Furdiermore, their 
diversity of flavors and the fact that native 
potatoes are especially mealy makes them into 
ideal for frying in strips or thin slices because they 
stay crispcr and more colorful than commercial 
fried potatoes. It is should also be mentioned 
that mealy potatoes absorb less oil compared 
with white potatoes. 

Consumers have had access to new alternatives 
of potato varietes that were not previously 
availaUe. In addition, the presentation is ofbetter 
quality and facilitates consumption (the potatoes 
arc selected, clean and without soil). Ihese 
varieties, which were not known before, make 
food a different, high quality experience. This Is 
conqwtible with new trends in sales of '^primarily 
transformed" products, that is, prodticts that go 



through the process of selection, cleaning, and 
packaging before reaching the final consumer. 

Consumers identify the folloiving 
characteristics in the product (T'ikapapa): 
exquisite taste, higher vitamin, protein and 
anti-oxidant content (compared to commercial 
potatoes); it is a natural product; quick to cook; 
they generate income for poor farmers; attractive 
shapes, different bright colors. According to 
surveys, most consumers coiapbin about the 
absence of more native varieties regularly in the 
markets, because they consider the taste, texture 
and colors of these potatoes superior to those of 
ordinary commercial potatoes. 

Ihere are many different ways to cook native 
potatoes. Iheir versatility in terms of the the 
dishes tliat can be prepared is surprising. A 
gireat variety of redpes include diis noUe tuber 
as a basic ingredient. There is practically no 
country anywhere in the world that does not use 
potato in some way. Its flavor travels around— 
and surprises— the world. It has gone from the 
humUe homes of Andean inhabitants to grand, 
luxurious restaurants. 

Recendy, the most prestigious culinary schools 
in Peru have found new uses for native potatoes 
and have created delicious recipes, giving a 
diffierent and modem direction to the renowned 
Peruvian cuisine. In Annex 6 are presented some 
of the dishes devdoped for varieties of native 
potatoes. 

Ihis culinary research makes use of the flavors 
and textures of these varieties, making it possible 

to go be\ om! being simple items on the dinner 
plate waitnig to be consumed to being the heros 

ut family cuisine. 

3. B«nafits for indiract imrt 

In general, a process was created aimed at 
establishing confidence based en the criteria of 
quality and transparence among the diflGerent 
stakeholders in the potato market chain. 

As described above, a commercial circuit 
was created that benefits die different economic 
agents involved 
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In summary, we can mention the foUownng 
benefits: 

• Pxodacen: have a market for a more valuable 
product It is very important that more value 

has been added by selection and that the 
market can he supplieJ w ith a (.|ualily product. 
Working according lo standards recognized 
by the stakeholders will increase competitivit) 
in the long run since they will acquire better 
knowledge of the market and selling prices. 
Access to the CAPAC-Perii platform (www. 
capacperu.urg) helps them solve technical 
problems afflicting the commercial quality of 
their products. 

• Supermarliets: can access ihe supph ol well ■ 
acceptednewvarietiM of potatoes (Tikapapa). 
Also they ensure the supply of good quality 
products, independent of the product 

seasonahilify since different growing seasons 
in the various zones serve to compienu nl eacii 
Other to maintain production througtu)ut 
the year. New proAicts hdp to ceate a new 
modern image to promote the consumption 
ot what ij> "ours" 

• Cemmwclal Opcraton/Agroindastrialisls: 

the implementation of the research and 
development process with tlie different 
potato chain stakcliolders and access to a 
more demandii^ market was made possible. 
Also by working in chains and alliances that 
permit supplying quality products and better 
comlitions for producers and companies, 
they have been able to solve one o( the chiel 
problems confronting these businesses, which 
is the poor quality of the raw materials they 
purchase. Innovated products will benefit 
them directly. 

• CAPAC-Pern: startii^ from the tasks 
developed it has been positioning itself 

as an cxanipie of concerted actmn anxms: 
the stakeholders ot the market chain and 
dewrioping services oriented to ensuring its 
institutional sustainability. The application 



of quality criteria is important to guide 
sustainable product handling. 

• Pabiic Sector: Ihe Ministry of Agriculture 
- OfRce of the General Director of 

Agricultural Promotion is a strategic partner 
of the proyect that facilitates the technical 
maintenanace ol the implemenlalion of its 
program supporting the market chains. In 
particular, methodological elements to train 
its staff to handle participatory tools for 
the development and promotion of market 
chains are transferred. Ihrough MINAG 
(Lima), the work is done through the 
Regional Agrarian Offices in the different 
/ones where the project's actions will be 
implemented, allowing wider outreach of 
didhrent activities. Recently, the Ministry of 
Production established a relationship with 
the project to carry out joint activities. It will 
have access \n the methodology developed to 
train its staff and actions for the commercial 
articulatiiM) of the production of Ilave (Puno) 
will be implemented to different maricets. 

• Development Organizations: (local and 
strategic pai tneisj; i^rovcci pailncrs now have 
a participatory methodology (PMCA) to link 
small-scale producers with mure dem.inding 
markets. It applicalinii iv.akcs it possible to 
replicate experiencies m different areas and 
link them with a higher levd of inqiect. In 
particular can be mentioned the actions being 
implemented with the Belgian Technical 
Cooperation, I'Nl Tl'C' New /eland, Incagro- 
VVorld bank, CARL i\'ru, among others. 

• bitematioiMl Potato Center: one of the 

most important objectives of CIP is to have 
effective mechanisms to link research with 
development. Hie application of PMCA makes 
it possible to articulate these actions, taking 
the market and and the demands of the potato 
chain stakeholders as points of reference. Three 
fundamental divisions of CIP in particular 
hove gotten feedback firom this process 
(Integrated Harvest Management, Genetic 
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Resources Division and the Bio-Informatics 
Unit). Similarly, from what was developed in 
Peru, and making good use of the institution's 
regional approach, this experience is being 
replkated in Ecuador and Bolivia through the 
Papa Andina Project with promissory rcsuhs. 
Work using this metliodology was scheduled 
to start in zones of Africa in 2U05. 

• CaliiMrySchoob: have been aUe to ^closer 
to a versatile indigenous product (native 



potatoes) to develop cuUnar)' innovations 
enriching the variety of dishes in i'eruvian 
cuisine, for local as well as international 
markets. Cooking Schools are one of the 
major channds for improving the image of the 
Peruvian potato, sending the message about 
quality to different categories of consumers. 
Contacts with different chain stakeholders 
facilitate access to information and the support 
required for gastronomic events. 
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Annex 1: PMCA outline 



Participatory Market Chain Approach (PMCA) 

Authors; INCOPA / Papa Andina / Division 1 CIP 
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Annsx 2: Photo sequence of T'ikapapa 's development 



2.1 Identification of market opportunities 




Market study Opinion of leaders 
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2.2 Traditional methods of commerce 
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2.3 Development of the productive base 
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2.4 Identification of potatoes varieties with commercial potential 
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2.5 Development and identification of the product 
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2.7 Product promotion 
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2.9 A new image 
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AniMKSt List of producers 



Date 


LocaMes 


Rarticipaiitpfoduceis 


Varieties 


2004 


Huancavelka 


58 


CamotlliNChaia)!,Mlagn 


2004 


Gmmmmi^ of Quellocasa- 
Andahuaylas 


25 


Putis,Duiainilla,Qofflpis 


2004 


Commnunity of Chulcuisa- 
Andahuaytos 


IS 


ChacroClalka Chips) 


2005 


Auociation of Ayamara-Pazos 
-Huancaveiica 


80 


CamotillaChaao 


2005 


CommimiVofChicdti- 
Concepdon-Junin 


30 


Huayro Macho and Chacro 


2005 


Coflimunity of Pooiamanta- 

Jauja-Junin 


45 


Huayro Machq, Camolilloand 

Chacro 


200S 


Association of producers from 
Ulcumayo-Junin 


65 


MlagmandChaoD 


2005 


Association of producers from 
Chullcuisa-Andahuaylas 


20 


Putis, CamotillcDuraznilla, 
Yana Imilla, Novia Huajacchi, 
Caspar and Chacro 


2005 


Association of producers 
Hatarisun Kishuara- 
Antahuaylas 


25 


Putis and OuraznIUa 


2005 


Assodatton of producers from 
Jaje-Andahuaylas 


12 


Dunznilla and Putis 


2005 


Community TamboAyacudio 


18 


WiraPasiia 
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Annex 4: Wong and Metro promotions: Supermarkets promoting the 
product 




La papa, un regalo 
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^ La papa, un regaiodel Peru al mundol 

m I A l>Af*A ^ 



M lA CAPA ■Si f ■ Si"~ ^^Mt3mJfi~^ 






Se celebro en nuestras tiendas el "Dia Naclonal de la Papa" 

Lon motwo dc Id cclcbtdcion del Dia Nacional de la Papa, que sr celcbra ci 30 dp mayo, orgamzamos 
degustaciones especiales en nuestras tiendas a traves de las cuales buscamos difundir el consume de este 
versatll y saludable tuberculo oriundo del Peru 

Asimismo. partlcipamos en el evento or- 
ganizado por el Centro International de 
la Papa (CIP) el sabado 28 de mayo. donde 
estuvimos presentes con un stand donde 
los asistentes pudieron apreciar las mas 
de 16 varledades de papas que se en- 
cuentran en nuestras tiendas. como la 
papacanchan procesada. huamantanga, 
huayco yungay. peruamta. papa nativa, 
entreotras 

La papa es el cuarto cultivo m<is 
importante del mundodespues del arroz. 
trigo y maiz En el Peril existen miles de 

vanedades, sin embargo en Lima solo se r j ,1. j j 1 j „ lui^ 

. . " tquipo de coiaboradores del area de PereclbUS 

conocen 30 variedades. ,„ eyg„to organitado por el CIP 
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Annex 5: Promoting the biodiversity and generating income for the small producer 
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Annex 6: Dishes based on native potatoes: Novoandine cuisine 
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Msxn Gastronomia c27 



usa 



Los generosos frutos de la tierra 




• 't 88 flt flporlt rnti 
t jr-Ljt ilD qua fli F'Vli ha 

<M r\ir 8to. Qa«iln It dedca 
un« 



Sabvrat («« li loniMiM 

CuaraipmlMr, mttja^pm* 
imWoOwr.yl fn Hipt M 
cauntypannnoocriir Una 
vn idviMcKj* It omdBJ di 



oon au aorpoiiaien. M aero- 



(■ny*. UnM it^fln para l>8ir, 
ovas ptra pnpaw purt, t/Qty 
na para hofnaar y odn para 
oomrlaaalnauM. En^lPtru 
dntMiodaic 



UuMroio as *jn rapMna. 



oorv quads H Mraa. mis Itaa- 
nana Mf). dt anoortrar li 
mtpr da la map' atgiii al CUB 
««aar. al «■*■ o fli c*T<« aapaci- 
Hoc. Aac quads par daaaiM la 
luyro da Ita hua^Ria. la amaii 
la da it! amaraat. la tomaaa da 
laa lomaaaa. M huainanlar\ga 
dalarumanlanoai' 



Un regalo andino parn el minido 




- <f|- 



ill 



r 

T I 4 » f» « 



piqueoempresarial "^^t 



In 

0 

o 

in 



Aumentard venta 
de papa nativa 

WQgclBilt(^mldrA&L Ex- 
pottadoim y Scnnooa, Mtrco 
VfUaqun. anuncio qur arte aflo 
tf i om mi afaanlmAjniedenmll 
Idlof de papa naDva en los tupcf- 
mrrado* hmeftoa Sotuvo que 
en mayo, il pnmer me» de ini- 
ciadi b «enta. lecnineiaalizaron 
din Kincladu en lot mpenaou- 
do»F Won .1 ir-«j»aotet 
libobadri epm* 
i|Uitaucm.i .i':i4unien- 



nvuiritoimc 9C airuniiui Ijs hj- 
lidadci d< ettr tipo de pnxtucto. 
que %t culnn a mat de 3.500 me- 
trot d* ahun. rubn por U oul ei 
llUbiv de pbgat y. por mde. Hhrr 
declnneniaaqiiiinkoa. 




TIKAPAPA 
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COMO RESOLVER EL t> 
PROBLEMA DE LA PAPA^ 




rotM iiii 
L.I rmofii 



CAMBIOS VALIDADOS 
-"'T — POR EL INCOPA 

que *l |MU dcfce ubniUr iimlnfU 

at: [>: j.« — 




oeaouMivu 




INTERCAMBIO 
CAMPO-CIUDAD 


















• IB aha 





Cf 
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La cosecha del 
future prometido 



■MSANXIGE 

D6AYUWIA. 

PAPAS NATVAS 

cajaoGAsajE 
usLUQAREftoe 

H«NBi*QK>OA 

COMOUN 
HMOUC TO 





II CIP Flrma tfe convanie con 

PARQUE DE LA PAPA 

para prtservjicion dt papas nativas y ronocinlentot 
tradlclOfuUu lobrs ly nanftjo 

B CV —mNH tm mm Mm eM ai Bl Im m tmtbn uKmmhvt'i i v . ■ 



im liHM •itbstii. .. .... u, (In n*-. 

<ir«u t« H Nni r f»f flirt qu<» nm qiM MHl* litfH iIf aam « ten 4r<* 
ui.|i#«iWM di4 Ni^Hv itv to VMp« Mt itumpmmmm tn^f<^i -< •'••■ ■•'■ •■ 



Hit, rat mI V«i« laq wito dn M« btrm, f mm a* witodwo d> 

lilt teto <— M— ^Mh» emq—«n» ite m i-4rv>(ijt( r*. 

"Wl w IM 3 400 r Im 4 WO m 4lr nliiHt 911 mI"-« ■ < 

imiMtaMM/Hifto UMl > »^iiti • 14 UnM 

Iwnirwt Ea icDi )ki ^^^^ JVW ••■•fnifi to 

InuI ^4IMV«iK pw tot 



bD 4ftM to coMtorto «n 



ll>:L'L!i:TUli'vLiLiU 

pAi 










so 
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MQUEZAS 
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Efemerides 




^ El Peru tiene hasta 3 mil variedades de este tub^rculo 

Celebran di'a de la papa 



I t ■ • .110 



UOFHA 




14 




ll .|L. 




I,. M> rmy M-J 

■ -iir 







AG.cuac<prapMUu<teratan- 
w H conmaim ito «t* tutate- 
cujoe Itnpukir au Indusarto- 
UnclAn t flii do otntnemlor 






VARIEDADES, Se han moitracJo casi todai las clas« de papa. 



pnducdvo y dlvtMS al palSk 



El lolnlstTO dr .\: 

Manuel Manrlqii- 

la papa n «l ou.i : 

nMs DBporlantr i 

dopuesdelamiz. 

y su praduocun K iim i. r:ii r. 

ta a un rttmn il> cast im par 

cleiMo anual, into nlofitB 

otro culrtvn mncstlMr m d 



«11 JU 
Una a 

|[ iL.ii I iii<'»..actM- 
dadaa qua tomtuora dtftislon 
para oonooer lo nucatnii 
iM canpMlnM cuaiMan dl- 



ra pueH tlaUui una deiwml. 
nada "liiinrhuy huaocac^r. 
queparuucanctcfMlaiiera 
nw)'dMcild>p(iar.a>Lftlaji> 
wndiafcuiataprtariaimlad 
vMd tueno dr la madre. • 
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La papa nuestra de cada dia 

dU NAOONAL el 30 D£ MAYO • Sg inidafon 9^ cetebfa b oncs pew tstc pndtdQltsom de los Andes • Con fcnas y expo-siciontt « ftaltza 
hontcnajt al tubercuk) on^iruno <kl ftnj • En el F^rpuc <te tas leycn^ 



II. 

1-1 

ilJti^lli«.it. m\ttMl^K ^Itl^UtlA 

rWalOAMlMfMM 

fim- Imftt^ 

im iubiwfvto amttto Canuck 

lanoR- 9 U ^ X yndufo an Ir 
IomU « wMa dil ualiiXa 

f Mr «te por ynmm wi «r 
Dllrbnrt mr W ik B»a «l DU 

t-.. .„ - -J 

V 30 

tfe la Papi. Se rmlora 
cstecuftivo nllenarlo. 



Imu <W nrnlorsr ftr ralrno | 
mBmuiu. tatv (n «rn Ira 
few vdrKiului cmuinUdn 





Su viajt* hacia 
d mundo 




. .i.atk |WfM MlUltlU ' 

X^UvKVTIl 
n (I ii;.-r».1iir" tat M 



Mftllfflltl 
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Hiiictiii t >i .!.•<» Ill } a 0 s 



HUANCAYO 



Correo 



3 



Importante labor del CIP per rescaiar valioso material genetico 

Cosechan mas de 1 700 
variedades de papas nativas 



0SO m.f A m y 4 <4sl un« horj 
«n umon«U dndc Huanc jya 
unapiobitvaiideQanoe mcy 
tobOdOM. Atli, fyrt. totir* u i 
4rM f«» t4v 3 000 mvook cu*^ 

rwi mMde I 700w«rM«dn<k 
p«p«» n«ttv«». Ij m*yofi» dc 
«Nis. (tnconoddM por U pobU- 
cidn urtMna. 

Pars aprecdr nte «t«cDon»- 
dor tnirfUdaamtMfon itr^por- 
t»nt«i pmoTMlklwt*} <M C«rv 




ctdo •coloQrau Antomo Brack y 
cMdnctOf regiortjIdeAQncul 
tura Junln. M«no Metgair Hi 
ncnirwa 

«TodM pipat mAn W- 
bm de enf«rm«d*dc5 y >«rv»- 



g«n4ctcocon qut awnU ta co- 
munldid d» Ayman. *d«rrai 
que «ta cMMtu torma part* 
dr to* trabajM de mcate dr 
m«tt*i«l*> o*<^t«M Que *ea- 
n<« «t CiP>. cipltco V»croi 
Ot«f u Monfdn. in wndenac de* 



CIP. 

<hM dt vtM papM l^*t d» vt- 
riM wrt Mitre^adM a m <omw 
itidadn (|ur p e«dkfon w ma- 
l»nal de liembra por dfwtnos 
(actom como citmt adwna 
caKtalrofn nauratof o pnsbla- 
ma& socum como la vtotanda 
qua a4ol6 a muc^i conviid*- 
dn durante la dkada dvlMiOi 
Haata a* fnomcrta M wnmrt- 
dades alto^lnm dd tav ya 
»c bcncfioaeon ton mat de 2 
'00 mumtrm dm papa« nattwai 
Otani Monifin rtnwuk tarn 
IMn que la> varwdadei cuttlva 
dat en AyvnarA procedtn del 
banco gen^Oco que e4 OP marv 
ciene «n custodia tuvo ^ 
mtnosdeun acuevdoconlafAO 
y la < OTHirHdatl aiiamac tonal y 



MAf datos 

|J4 pa|Mn naiiMit poaeen eiH 
traordnaricM C0t0f«fc lormn y 
tabcmy en Vrrtrtca LaOna 
oiaen Tiaa de 4 m< var«d» 

' ceica de J mi. Bias ion icrw 
I btadBKnparcelBrnmmdan 
de pueden e mju i< iBH» e haaa 
SO nrtadadai ya It idvnuftra 
ran 30 Mrtadadii aptat para 
fettun y procaumianaa y w 
araayv con Mio ui pracata 
mianco «<n tormi d* ctupi 



dMlbremente para Tinn d« in- 
mll9ac<>n agrkola y metorj- 



tara d ucubr da A^ncuttt^a 
da Amin. Marfo Malgar. lat pa 
paa nattHaaconaiiiuyam la pnn- 
cfpatKM«itttf*«imerttc»6n de 
las comw^klada« atloarHllr^at 
de numro pa<i. perqu* benen 
^ anorma poccTKlal para con- 
qurtlar Importanaat marcadoi 
inaamaciortaiM. pi*o debid*- 
mama piocasadai. 



^ ■ ECONOMIAA g 

Negocios 



Iniciativas para mejorar la cadena 
productiva de la papa son aisladas 



L<|Mndo|a 



da 

•knlMn (k papa 



..^ m 



m>m4 U«MaMxawM«a t<400 



^ "1 I ^a *"r. - •■-.■.' ."rmiaS'. * II I >. 
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Peruprensa 



Economia 



Soaedad 

E«p*cUcula« 

EtpaculM 

Cultural 

Opinion 



Cokimnn 
MOncMr 



LA AGENCIA 



Pcrupranu m lti prayado 
ptnodtstloo ntf«p«niji«ni9 
cuyo obielfvo m brvylat 
tnlonnaciAn •■emalrvB a la 
ofracida por los pnncipaln 



Para racAw toa Mularvs por 
■mail wiqmm lu direcabn de 

coneo e*ectr6nico 



Luega haga dtck en enmar 





Sjbido 26 dc (ebrsn) do 200S 




CENTRO INTERNACIONAI DE LA PAPA SALUDA INSTAURACION DEL 
DIA NACIOHAL DE LA PAPA 



La OacKraoon M 30 ()e 
mayo oomo Oil Nactonal <)• 
U Papa « un sucmo muy 
impodanta qua oontnbutra a 
promovar y itfunlir ina)cr los 
a>o«peianalat ambiitaa He 
atla noble tubAfouto aCrm6 
•I dirocaor g^rmal dai 
Cantro Intamactanal da ta 
Papa Hubert Zandstra. a) 
comenlar la decisi6n dal 
906tamo paruano 

oricializads el luevM 24 de tob<»io i-iediamie Heaoluo6n Suprema lulxtcada 
por el preulente de la Repubaca y d na nal io da Agncultura 

"Aclualmaola la papa aa al cuane eulBve allmanHcto mi» Importanta dal 
mundo. con una producclOn anual ca««aru a loa 91 1 mlllonaa da 
lonoladaa. Caii la mllad da la produccidn global prx>vt»na da loa palaaa an 
daaarrollo mlantraa qua haca 40 ano« atraa am porcanUfa ara da adlo 1 1 
por clanto. no caba duda puaa qua al Paru ha la^ado al mundo uno da loa 
alimanloa maa Imporuntaa a Impraaelndlblaa an la diata da laa ma* 
dhwaaa culturaa" anadt6 

'En al Cantro Inlaniacional da la Papa (CIP) noa anorgullacamoa da habar 
conlnbwdo a la dlhiaion da laa axtraordinariaa propiadadaa da la papa, 
no aolo an »l aspacto nutncional y da contumo aino an al auminialio da 
nuavaa lacnologiaa y varmitfi*% da papaa (naforadaa aapacialmanta para 
las Gondlcionaa aapacillcaa da loa palaaa an daaarroHo". subfayO 

En electo. daada *u ctaaoMi an 197 1 . al CIP aa mocO a la awaa n g a c i on de 
eala hiMrciria, onginado an laa nnedaKiiMMS del lago THicaca haoe miles da 
■AO* con tna* da imfownanto y oanaarvaoAn. lasatanoa y manaio da 
enfeimedadM y dwnnuciAn del uao de plagiaeidai. amie olfoa aspectoa Con 
el tranocurao del tiempa al CIP ainpl>6 sua investlQacionea a otro* lubarciAn y 
ralc«« andnat. como al camote la maca. la ah«ia. la anacatfu al yacOn. la 
mashua. la maiAa, la acMia. el lAioo y la oca. y el man()0 da raeurae* 
nalualea en laa gwa da montaW, paro la papa liaiiyie ha aatado en al 
cantro de bus actnndad**. 

Aai manlKrnc un banco tfan^ b uu donda guaida en cudodta para la humamdad 
mas de cnco (n4 ipoa dWa n enlaa da papa tiveslre y cuiiiv»da oe las cualea la 
fnayona han sido reoolactadas en al l^ru Reoememenle viene imputaarxlo la 
prcmocidn de las papas natovas \m verdadero lesoro genatco del Peru que 
fequiera contar con matcadoa aspacllkos para qua sa sigan ailtivanda y 
saivafias de la eitnoMi En eae aeniido. vtene talacoonando vanedade* de 

naiivs de hermoeos cotoie* y rice saber aplas para ser mailai cone 
nofumas (Chips) Esia lorma de nduslnKzaciAn ganararia nuevos ingiesos a 
los campesnos mis pobres del Peru que son kw que han sambrado y 
conservado estas papas generaciOn Iras genwao^n 

Del miamo modo viene revalorando el uao del chuiSo o papa destndratada. 
oonvrtiendolo on un producto got^mel a traves de la elaboraabn de dekdosos 
plaMM preparados por las pnnc«aias e*cue<a< de cNi< del pals "El CIP 
aagulri tonundo pane active an cualqular Inklattva qua tanga cofno Mn la 
dlhisMn d« la papa, eus valoraa nutrtclonalaa. au aperta a la aaguridad 
abmantana y, por aupuaalo la ravaloracion da laa laeiiploglaa f t 
ancaatrala* adna* a aaa. que ban hecbo da « 
da la coamotoola andlna* eipraaA 2andMia 



SS 




INCOPA (Innovation and 
Competitiveness of Peru's Potato 
Sector) is a project coordinated by 
tlie International Potato Center (CIP) 
and financed by the Swiss Agency for 
Developnfient and Cooperation (SDC). 

It is orientated towards developing 
and applying participatory 
mechanisms and stakeholder 
platforms to generate, among 
all the actors in the potato chain, 
various innovations (commercial, 
technological and institutional) with 
a focus of demand and at the same 
time, improve the collaboration and 
trust among the different stakeholders 
and the support organizations. 

Purpose Statement: 
"Improve the competitiveness of the 
potato chain, putting emphasis in 
the small farmer, taking advantage 
of the new market opportunities 
and promoting the use of Peruvian ^ 
potato". 



